Speakers/writers choose one from among several available referring expressions to refer to an entity, depending on the context. The question then is, "What are the critical factors that motivate them to prefer one expression to another in a given discourse context?" There have been numerous attempts to provide an answer to this question, all of which fall under the heading of the study of demonstrative reference. The present study takes the position that "focus" is the most critical factor in the speaker's choice of demonstrative reference and tests this claim against the data from a particular genre (i.e., written advertisements). As will be shown later, the patterns of demonstrative reference are very different in different discourse types (e.g., speech, writing, or written advertisements). One purpose of the present study is to show that the focus-based approach is superior to other approaches in explaining why the use of the demonstratives differs by discourse type. A second purpose of this study is to describe how demonstrative usage is functionally motivated; that is, certain kinds of demonstrative reference help advertisers achieve specific functional goals.
have observed that the most basic use of this and that is as deictics (i.e., expressions used for "pointing"), the two being contrasted in terms of proximity to the speaker. The demonstrative this is used when the referent is near the speaker, the demonstrative that when the referent is "near you or not near either of us but at any rate not near me" (Halliday and Hasan 1976, 59 ). Halliday and Hasan (1976) consider this proximate/nonproximate (or near/distant) distinction as the key concept for understanding demonstrative reference and explain other uses of this and that as derived from this basic deictic distinction. In other words, the notion of proximity is interpreted on several different levels, as can be seen in the examples below: ['the one I was looking at some time ago'] (4) Psychological/emotional proximity; this implies the speaker's approval, and that implies dislike or disapproval: How can this intelligent girl think of marrying that awful bore?
In addition, the anaphoric (i.e., backward reference) and cataphoric (i.e., forward reference) uses of the demonstratives are also interpreted as extensions of their deictic use.
Alternative Approaches
It cannot be denied that the notion of relative proximity is critical with regard at least to some uses of the English demonstratives. However, exactly how the spatial proximity/nonproximity distinction should be extended to account for all the various uses of this and that has not been made fully explicit yet (Lakoff 1974, 355) . Furthermore, as Lyons (1977) has pointed out, stating the difference between the demonstratives in terms of only the proximity to the speaker can be "very imprecise" (646) .
Recognizing this problem, some researchers have tried to find alternative explanations for the phenomenon. In an insightful analysis of the Dutch demonstrative determiners deze and die, uses of which are parallel to their English equivalents this and that, Kirsner (1979) argues that the traditional view based on the proximate/nonproximate distinction is inadequate. Kirsner assumes that referring expressions can be marked for high or low "deixis," which is defined as "the force with which the hearer is instructed to find the referent" (García 1975 , 65, cited in Kirsner 1979 .
2 According to Kirsner (1979, 358) , deze signals HIGH DEIX-IS, or "greater urging that the hearer find the referent," whereas die signals LOW DEXIS, or "lesser urging that the hearer find the referent." The speaker will use a high deixis form when he or she wants to direct more attention to the referent and a low deixis form for eliciting less attention, depending on whether the referent requires special highlighting and/or whether the hearer might have difficulty in identifying it. It has been suggested that Kirsner's analysis of the Dutch demonstratives is valid for English as well (Maclaran 1982) . Sidner (1983) uses the notion of focus rather than proximity to explain speakers' demonstrative choices. She defines focus as a particular discourse element on which speakers center their attention. The core rule for this and that, according to Sidner, is that this is used for main focus, while that is for potential or old focus. When occurring closely together in discourse, this and that can keep the focus on two objects at the same time. When occurring separately, however, this usually moves the focus from what has been talked about to what is now being referred to, whereas that does not. In contrast to this, that typically functions to allow the speaker to remention elements without making them the subject of the speaker's focus and therefore the hearer's attention (Sidner 1983, 327) .
While most researchers have been interested in the opposition between this and that, Linde (1979) addresses the question of how speakers choose between it and that within a discourse unit. As she points out, it and that, considered as belonging to two different types of reference (i.e., it to pronouns and that to demonstratives), have rarely been examined systematically as being in opposition. Linde, however, asserts that if the speakers' choices are carefully examined, a considerable overlap between it and that is disclosed, with both words referring to the same kinds of entities within the discourse. For example, she notes that in describing apartment layouts, speakers use both it and that to refer to the entire apartment. Focusing on the particular conditions of the discourse surrounding the reference, she found that that is preferred to it in referring to the entire apartment, especially when there is a contrast with another apartment. Integrating various findings of her study, Linde concludes that "the diverse conditions affecting the choice of it and that are, in fact, all aspects of the same phenomenon of focus" (Linde 1979, 352) . According to her explanation, it is favored when the reference is made within the focus of attention, while that is favored when the reference is outside the focus of attention.
It seems clear that the alternative models of demonstrative reference that have been proposed in the hope of replacing the traditional proximity-based one have all resorted to the notion of focus, although they may slightly differ in their definitions or conceptualizations of the notion.
Spoken versus Written Discourse
Synthesizing previous work on English demonstratives and pronouns, Strauss (1993a Strauss ( , 1993b ) developed a general framework for English demonstrative reference. While most English grammar texts have discussed this and that as demonstratives in a polarity system, leaving out it as a member of the pronominal system (e.g., Kaplan 1995; Leech and Svartvik 1975; Quirk et al. 1985) , Halliday and Hasan (1976, 56) recognized that "it [it] has more in common with demonstrative reference than with personal reference." Further strengthening this position, Halliday (1985) included pronominal it as a member of the system of demonstrative reference, and Strauss also incorporated it into her framework in addition to this and that.
Drawing her major insights from Kirsner (1979 Kirsner ( , 1993 and Linde (1979) , Strauss (1993a Strauss ( , 1993b ) also rejected the traditional near/not-near distinction as the criterion of speakers' demonstrative choice and proposed instead an alternative framework, in which this, that, and it are described as markers of high, mid, and low focus, respectively. Focus is defined in this framework as the degree of attention given to the referent. Strauss further noted that subordinate to and implicit in this notion of variable degrees of focus motivating speaker choice of forms are at least two additional factors: 1) the relative amount of information that the speaker presumes the hearer to have with respect to the referent and 2) the relative importance of the referent itself to the speaker. (Strauss 1993b, 404) The model is reproduced in Figure 1 .
This model shows what determines the speaker's choices within the domain of focus or attention paid to a particular referent. In the examples below (which are abbreviated versions of examples found in Strauss 1993b, 408) , the degree of focus on the referent is minimal in (5), greater in (6), and greatest in (7). Accompanying this increase in focus is an increase in the newness of the referent and the relative importance attached to it. What gives this framework real strength is the fact that it is strongly supported by the results of Strauss's (1993a Strauss's ( , 1993b analysis of a large amount of authentic language data. Strauss examined an extensive corpus consisting of various genres from spoken discourse and was able to successfully show that the traditional "near speaker"/"far from speaker" distinction fails to explain the majority of tokens of demonstratives in everyday spoken English. While Strauss (1993a Strauss ( , 1993b ) concentrated on spoken discourse, Nishimura (1996) attempted to elucidate patterns of demonstrative usage in (academic) written discourse. Analyzing book reviews and short essay-type articles, she illustrated the function of each demonstrative in context. On the meaning of demonstratives, she basically agrees with Kirsner (1979) : "Writers use this to direct more attention to the referent crucial to their purpose, while that is used to direct reader's attention to the entities which play only supporting roles" (Nishimura 1996, 74) .
Comparison of the results of the two studies reveals one notable difference between spoken and written discourse as regards demonstrative usage. While Strauss (1993a Strauss ( , 1993b found that this is relatively infrequent in her oral data, comprising only 15 percent (n = 287) of the total (occurring half as frequently as that and almost a quarter as frequently as it), Nishimura (1996) discovered that this accounts for as much as 83.4 percent (n = 136) of the total 3 in academic written discourse. In fact, the relative infrequency of this in spoken discourse had already been reported by Passonneau (1989) , who, in analyzing conversational interactions, discovered only eight tokens of this among more than 700 instances of pronouns. Strauss (1993a Strauss ( , 1993b ) takes an extremely low frequency of this tokens in her data as the first significant evidence against the traditional model, since it cannot properly explain why this should be the case given that the choice from among available demonstratives is entirely up to the speaker himself or herself. It seems that once the focus/attention-based approach to the demonstratives is adopted, the noted disparity between spoken and written discourse is not an accidental but a natural consequence. Kirsner (1979) cites the results of a detailed study of Dutch word frequency (Boogaart 1975) , according to which the overall relative frequency of the high deixis form (i.e., deze) is far higher in writing (56.0 percent, n = 4,811) than in speech (7.2 percent, n = 1,910). Kirsner interprets this skewing as evidence for his claim for the following reason: if it can be agreed that written language generally imposes greater inferential burdens than spoken, then the frequent occurrence of high deixis forms in the former is rather expected because high deixis forms direct the reader to the referent more strongly than do low deixis forms. Given Strauss's (1993a Strauss's ( , 1993b framework of demonstrative reference, we can also predict that that and it will appear more frequently in spoken than in written discourse since they are the forms that encode the meaning of "sharedness," which is more likely to be favored and found in spoken than in written discourse. If we accept the traditional account that rests on proximate/nonproximate distinction, it is unclear how referents in written discourse are explicitly nearer than those in spoken discourse (Kirsner 1979, 371) .
The Study
The present study adopts the focus-based approach discussed above to investigate the function and use of English demonstrative reference within the genre of written advertisements. Written advertisements are one of the most typical examples of "persuasive discourse" (Lakoff 1981) and have the very explicit purpose of persuasion (i.e., selling). It has often been pointed out that the language in advertisements is "loaded" in the sense that it is shaped to help achieve this purpose (see, e.g., Amundson 1996; Geis 1982; Toolan 1988; Vestergaard and Schroder 1985) . It will be interesting, then, to see whether and how the usage of demonstrative reference, which is a feature of advertising language, is tailored to meet the needs of the written advertisement genre.
Data
A total of 106 advertisements were collected from various types of magazines (e.g., Time, People, Elle, Glamour, GQ, Sports Illustrated, Stereo Review, etc.) for use as a database.
4 Only product-selling advertisements or "commercial consumer advertising" were chosen for the study; excluded from consideration were "noncommercial" advertising by government agencies or nonprofit associations, "trade" advertising addressed to the retailer by the manufacturer, and "prestige" advertising where firms advertise a name or an image rather than a product. Also excluded were "classified" advertisements, which appear on special pages and are ordered according to subject. On the other hand, a conscious attempt was made to include advertisements for a variety of products (e.g., cars, foods, detergents, drugs, audio equipment, etc.) to minimize the potential effect of the kind of product and the target audience on the results of the study.
A total of 323 tokens of demonstratives were found in this database. The number of tokens for each demonstrative is shown in Table 1 .
Analysis
This/these and that/those function either as "modifier" followed by an obligatory noun (e.g., This book is interesting) and optional modifier(s) or as "head" (e.g., This is interesting) without any noun or modifier (Halliday and Hasan 1976) . According to Halliday and Hasan, demonstrative reference can be classified as "exophora" (situational reference) or "endophora" (textual reference), with the latter being further divided into "anaphora" (backward reference) and "cataphora" (forward reference). Halliday and Hasan have also pointed out that a demonstrative reference item may not be "phoric" at all but "nonphoric" (Strauss 1993a (Strauss , 1993b . For example, if a speaker began a conversational narrative by saying that There was this man . . ., this in this utterance is nonphoric: in such cases, the referent is present "neither in the text nor in the situation but only in the speaker's mind" (Halliday and Hasan 1976, 61). All four types of reference (i.e., anaphoric, cataphoric, exophoric, and nonphoric) were taken into account in this study. Another important classification unique to this study concerns whether the referent is the product being advertised in the advertisement ("central" reference) or not ("peripheral" reference). The purpose of this added distinction was to see what differences are found in the usage of demonstratives when they refer to the product versus to some nonproduct. In sum, all tokens of this/these, that/those, and it/they 5 in the database were counted and classified according to the following criteria: 6
• function (for this and that only): head or modifier;
• type of reference: anaphoric, cataphoric, exophoric, nonphoric;
• kind of referent: central (product-referent) versus peripheral (nonproduct referent) reference.
Results and Discussion
The results will be discussed in two sections. The first section discusses the overall results of the study in comparison with the previous findings in spoken discourse (Strauss 1993a (Strauss , 1993b and in written discourse (Nishimura 1996) . Specifically, the relative frequency of this, that, and it will be compared across the three different discourse types (i.e., speaking, writing, and written advertisements). The distinction between central and peripheral reference will be mentioned as well. The second section covers the results for central and peripheral reference in greater detail.
General Results
As can be seen in Table 2 , pronominal it accounted for more than half (62 percent, n = 200) of the total, with this and that comprising the rest (21 percent, n = 69 and 17 percent, n = 54, respectively).
Examples (8) That/Those (10) PC manufacturers typically ship hard disks formatted with one large partition. You know it as the C:drive. Without repartitioning, that drive uses large, inefficient storage units or clusters to store your data.
An attempt was made to compare the relative frequency of this and that in three different discourse types (i.e., written advertisements, spoken discourse, and academic written discourse). 7 The results are shown graphically in Figure 2 . While spoken and academic written discourse display an opposite tendency regarding the relative frequencies of this and that, written advertisements show an "in-between" pattern. More specifically, in spoken discourse, that (67 percent, n = 589) occurs more frequently than this (33 percent, n = 287), while in written discourse, this (83 percent, n = 136) occurs much more frequently than that (17 percent, n = 27), with this and that appearing with relatively comparable frequency (56 percent, n = 69 and 44 percent, n = 54, respectively) in written advertisements. This result may be taken as evidence against the common claim that written advertisements exhibit the characteristic features of spoken discourse (Amundson 1996; Leech 1966; Toolan 1988 ) since, at least with respect to demonstrative usage, written advertisements do not seem to follow the typical pattern of spoken discourse. Perhaps it indicates that written advertisements are a type of discourse that is similar neither to spoken nor to written discourse and, therefore, might be better conceived of as an intermediate type of discourse. However, this does not necessarily seem to be the case. A remarkably different picture emerged when the reference was divided into central and peripheral, depending on whether the advertised product is being referred to or something else (see Tables 3 and 4) .
As Figure 3 illustrates, the relative frequency of this and that is astonishingly different between peripheral and central reference. With peripheral reference, that (61 percent, n = 54) is much more frequent than this (39 percent, n = 35), just as it is in spoken discourse. On the other hand, only this occurred (100 percent, n = 34) in central reference, with not one single instance of that. From this result, it may be claimed that the pattern of demonstrative usage in written advertisements is basically similar to that in spoken discourse, and this similarity is hidden due to the central focus on the advertised product in advertisements, which inevitably leads to the exclusive use of the HIGH FOCUS form this when referring to the product. Further support for this claim was found when pronominal it was included in the comparison (see Figure 4) .
Peripheral reference in written advertisements displays a parallel tendency to spoken discourse in terms of the relative frequency of this, that, and it, with the order being it > that > this. In contrast, in central reference, it comprised 76 percent Oh / Study of English Demonstrative Reference 133 (n = 105) and this the rest (24 percent, n = 34) of the total, while that never occurs, as already noted. The conclusion that can be drawn from these results, then, is that the usage of demonstrative reference in written advertisements is under the heavy influence of the genre-specific characteristics of advertisements, the most significant of which is a tendency to place a primary, central focus on the product being advertised.
Central Reference
Central reference takes the form of a demonstrative item whose referent is the product (or in some cases parts or ingredients of the product) being advertised in the advertisement. The following three subsections will discuss three notable tendencies found in central reference: (1) an overwhelming preference for this over that, (2) a preference for this as a modifier rather than a head, and (3) a tendency toward more frequent use of cataphoric reference than in most other types of discourse.
Preference for this over that
According to the results of this study, only it (76 percent, n = 105) and this (24 percent, n = 34) occurred in central reference, with that never appearing in this function. The fact that it had the highest frequency is not surprising, given that it, having LOW FOCUS, is generally used to replace a referent after it has been introduced into the discourse. Rather, what is of interest here is the astounding difference in frequency between this and that: while this accounted for as many as a quarter of the total tokens, that was never used to refer to the advertised product. The overwhelming frequency of this compared with that in central reference constitutes compelling evidence that this is indeed a HIGH FOCUS form since it is consistently used to refer to the advertised product, which is inherently focused in advertisements. As suggested by Strauss (1993a Strauss ( , 1993b , this is the only form that can signal to the hearer/reader the meaning of "newness" and "importance" of the referent, and this explains why this is repeatedly used to refer to the product in advertisements. The following are only a few among many examples of this referring to the product: and features an impressive V-8 engine, responsive steering and an enhanced rear wheel drive chassis.
One question may arise at this point: once a product has been introduced in the advertisement and is thus "given" to the readers in this sense, how can it maintain its sense of "newness" long enough to merit several tokens of this throughout the advertisement? To answer this question, it is necessary to consider what is actually meant by new and given. According to Halliday and Hasan (1976) and Halliday (1985) , the semantic categories of new and given mean that information is presented by the speaker as nonrecoverable (i.e., new) or recoverable (i.e., given) to the hearer. What needs to be further noted is the fact that information that is treated as nonrecoverable is not necessarily something that has not been mentioned before. It can be nonrecoverable "because it has been previously mentioned but is unexpected and hence contrastive in the particular context" (Halliday and Hasan 1976, 69) . The true meaning of new, then, is "attend to this; this is news" (Halliday 1985, 277) . Given this meaning, we may now understand why this is sometimes preferred to it in referring to the advertised product. The advertiser prefers this to it when he or she wants to emphasize a new aspect of the product, which has not yet been mentioned before. Using this instead of it, the advertiser signals to the readers that the product should be viewed in a new way, although it has already been talked about. In other words, this indicates that the reader may know the product but not necessarily under the current description. In example (13) below, for instance, the lengthy adverbial phrase with all the . . . four-wheel drive, which provides detailed technical information about the product, and the modifier redesigned reshape the previously mentioned product into a new entity, thereby warranting the use of this. In (14), new information about the product (e.g., that the toothpaste is clinically proven) is added to the previous description by means of the modifiers co-occurring with this. As will be discussed in the following section, both this and the modifier(s) following it work together to picture a product as renewed.
(13) For those of you whose sense of adventure isn't bounded by convention or commuter lanes, we present our newest family of powerful Mazda Trucks. Built longer, wider, and stronger, they'll tow close to three tons without ever breaking a sweat. And, with all the rugged performance of the new double-wishbone front suspension and available shift-on-the-fly four-wheel drive, these redesigned Mazda Trucks are bold enough to run over what they don't run through. (14) Dazzling White is the whitening toothpaste with safe, maximum strength peroxide whitening power. It can safely whiten teeth up to 5 shades. This revolutionary, clinically proven brush-in formula is recommended by dentists for at-home use.
Preference for this as a Modifier
The preceding discussion has shown when and why this is used to refer to the advertised product rather than that or it. There is another preferred tendency in relation to the use of demonstrative this in central reference: it functions much more frequently as a modifier (74 percent, n = 25) than as a head (26 percent, n = 9). The lexical head noun that co-occurs with this is in most cases a repetition or superordinate of the antecedent. Typically, this accompanies not only a lexical noun head but also some (oftentimes more than one) modifiers, as is shown in (13) and (14) above as well as (15) and (16) These modifiers appear to serve informative and evaluative functions in advertisements. It was suggested earlier that the frequent use of this seems to result from the advertiser's need to highlight various aspects of the product and to invite the readers to view the product from many different perspectives. Emphasizing multiple facets of one product can be done effectively by inserting diverse modifiers, which provide relevant information, between this and the noun head. In fact, using many modifiers with the resultant complexity of the noun phrase is one of the most typical features of advertising language. Much of the modification serves to specify in detail what the product is like and how it works (Leech 1966, 127) . For example, the modifiers patented and limited in examples (17) and (18), respectively, supply information regarding the product.
(17) Use Diminish nightly and see lines and wrinkles become less apparent. Age spots seem to fade. Your skin will grow again. This patented formula with 3 vitamins time releases Retinol into the skin to minimize lines and wrinkles. (18) Introducing the 1997 Miata M edition, the newest version of an automatic icon that started the roadster revolution. And still the world's best-selling sports car. This year, a stunning Marina Green is added to this limited edition.
However, advertisers cannot be satisfied with simply providing factual information about their products. When we recall that advertisements are a type of persuasive discourse that intends not only to inform but also to persuade, it is reasonable to assume that advertisers will always seek to find ways to influence, as well as inOh / Study of English Demonstrative Reference 137 form, their readers. This is why modifiers have not only informative but also evaluative functions in advertisements. By evaluative, I mean that modifiers in advertisements tend to characterize the product in the most favorable way to engrave in the reader's mind a positive impression toward the product. Thus, we often find in advertisements attributive adjectives that provide attractive and appealing descriptions about the product.
(19) Natrol's Tonalin CLA is a patented formula made from pure, natural sunflower oil that may actually help reduce body fat and increase muscle tone. In fact, Tonalin CLA is a newly recognized dietary ingredient that scientists believe may be the missing and important dietary link to help achieve desired results. Natrol offers this great product in two distinct formulas, the highest potency 1000 mg Tonalin and 750 mg Tonalin with Chromium Picolinate and ThermoActives. (20) Volvo and excitement-in the past, these were not words most people would be inclined to use in the same sentence. But things are changing rapidly for Sweden's largest automakers. The latest and certainly most dynamic proof of its corporate repositioning is the C70 coupe. This rakish front-drive two-door brings together new levels of luxury and performance while retaining the firm's longstanding commitment to safety.
As the reader may have noticed in the above examples, this often occurs with two types of modifiers at the same time, with one type serving an informative function (e.g., front-drive) and the other an evaluative function (e.g., rakish). In addition to the role of information provider and evaluator, the modifiers co-occurring with this usually function as attention-getters as well, by their very presence between this and the lexical noun head. Since all these potential benefits of modifiers can be realized if and only if this is used as a modifier and not as a head, it is natural, after all, that this occurs as a modifier so frequently in written advertisements.
Tendency toward More Frequent Cataphoric Reference
The third distinctive tendency to be discussed with regard to central reference concerns the type of reference. The cohesive relation between a presupposing item and what is presupposed by it can point either backward (i.e., anaphoric) or forward (i.e., cataphoric), with the typical direction being the former. That is, the interpretation of a presupposing item usually depends on another item that precedes rather than follows it.
The "usefulness of cataphora for creating focus" (de Beaugrande and Dressler 1981, 62) has often been noted, for it causes a temporary problem in the text and hence stimulates the readers/hearers to seek out the referent, with heightened interest. In addition, the cataphoric devices in the grammar tell the reader/hearer whether the referent is important (Givón 1992) . Given these capabilities of cataphora, it is very plausible, as Gernsbacher and Shroyer (1989) and Gernsbacher and Jescheniak (1995) What can be noticed in these examples is the fact that when it marks cataphoric reference, its referent, which is the advertised product, does not immediately follow but rather is delayed, with (at least one, but oftentimes several) intervening sentence(s) occurring between it and the referent.
10 Typically, the delayed mention is the first appearance of the product name in the advertisement. All these factors work together to arouse curiosity on the part of the readers by holding back pivotal information (i.e., the product name) for a time and then releasing it at a critical moment.
11 The assumption is that readers will be stimulated to figure out what the referent for it is by carefully reading such advertisements, using the information given in the intervening sentence(s). And it is a common belief that if readers can be made to participate physically or mentally, advertising is more likely to be successful because it will be remembered better.
Peripheral Reference
When only peripheral reference (i.e., reference to a nonproduct) was considered, it still accounted for the largest portion of the total (52 percent, n = 95), that the second largest (29 percent, n = 54), and this the smallest (19 percent, n = 35). Even though these frequency distributions follow those found in spoken discourse, some uses of demonstratives having peripheral reference were unique to written advertisements. The following discussion will center on such noticeable uses of demonstratives.
Role of that in Peripheral Reference
In contrast to this in central reference, that appearing in peripheral reference is used as a head more frequently (69 percent, n = 37) than as a modifier (31 percent, n = 17). When used as a head, it always refers back to a preceding part of the text: 12 in other words, it always signals textual reference. Below are some examples of that with textual reference, which are typical in the sense that they all contain the expression that 's wh~(i.e., why, where, what, how, etc.) : (25) During your young adult years, hair follicles can become permanently damaged because of increased levels of dihydrotestosterone, the leading cause of thinning hair. That's why we've developed FIT. (26) When your child has a fever, you want to bring it down fast. That's why we've developed new PediaCare fever. (27) Joint stiffness begins with wear and tear on cartilage, the protective cushioning in joints.
And that's exactly where Knox NutraJoint works. Halliday and Hasan (1976, 67) have observed that textual reference occurs most frequently "in equative clauses where the demonstrative provides the 'given' element in the message and this then serves to identify some other element that is 'new,' by simply being equated with it." This is in line with the standard "givennew" ordering of information within clauses; given information tends to come at the beginning of the clause, whereas new information tends to come toward the end. The strategic usefulness of this information ordering is attested to by the fact that "the subjects of English sentences are often . . . expressions (re)activating established or predictable content. The latter stretch of the predicate is, in turn, especially serviceable for creating focus" (de Beaugrande and Dressler 1981, 76) . These ordering principles account for why the introduction of the product usually takes place in the wh-clause following that's~, as is the case in the examples given above. This ordering sequence ensures that the new and most important information in the advertisements (i.e., the product name) receives HIGH FOCUS by being placed after the demonstrative. 13 Ordering of information seems to be one of the most common devices that advertisers rely on to impose reader focus on their products. Thus, we find evidence of the efforts on the part of the advertisers to create focus (on their products) not only in central reference but in peripheral reference as well.
Using that as the subject of a main clause to refer back to a preceding part of the text is, in fact, one of the many characteristics of spoken discourse transferred to written advertisements. The expression that's why~is a colloquial substitute for a more formal conjunctive adverbial such as therefore, which is used to draw a conclusion from an argument (Leech 1966) . Although that's why can easily be replaced with the conjunctive adverb so, another colloquial substitute for therefore, it is likely to result in some loss in terms of the focus. Note that in example (28), the writer uses so when focusing some constituent is not necessary, reserving that's why for the sentence where placing focus on the product name is crucial. 
Textual Reference
The foregoing discussion has demonstrated that that is used as a head to refer to some preceding text in peripheral reference. However, textual reference in written advertisements is often accomplished by other means as well. The results of this study contradict the claim that this and that signal textual reference only when they are used as heads and are in the singular form (Halliday and Hasan 1976, 66) : both that and this often refer to a preceding part of the text when they function as modifiers, as well as when they are in the plural form. In cases where this and that as modifiers refer to a part of the text, they typically co-occur with a general noun 14 as a head (e.g., accomplishment, problem, honor, news, process, etc What can be observed in the above examples is that the head nouns included in the demonstrative noun phrases are characterizing the referents-some part of the preceding text-in a specific way. In case the textual referent has brought up some merit associated with the product being advertised, the characterization of the referent is complimentary, defining it as an "honor" (example 29). This is a deliberate attempt on the part of the advertiser to give the readers a favorable image of the product with the hope of promoting sales. On the other hand, when the referent is not directly related to the advertised product, it tends to be characterized in a less favorable way, either negatively (e.g., as "problem") or neutrally (e.g., as "news"). Thus, in example (30), when readers interpret that problem by reference to the preceding sentences, they come to identify the particular kind of problem referred to, which otherwise might not have been recognized as a "problem" at all. The intention behind this usage seems obvious: the advertiser is trying to induce readers to feel that they should buy the product to solve the problem. These uses of the demonstrative modifiers this and that clearly illustrate the influence of the genre-specific characteristics of advertisements.
as 'human noun,' 'place noun,' 'fact noun' and the like." The typical examples that they give include people, person, and man for human noun; place for place noun; and question and idea for fact noun. General nouns that appear in written advertisements seem to be less general compared with these typical ones, in the sense that they often carry some positive (e.g., honor, accomplishment) or negative (e.g., problem) overtones. This, in fact, enables them to characterize the referent in a specific way, a point that will be further discussed in this section.
